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INITIATE 


Through the conception, design and 
implementation of action-oriented 
marketing programmes, Omnibus 
Communications effects desired 
changes in the behaviour of its clients, 
their channels of distribution and chosen 
consumer segments. 

Change of any type is difficult to 
embrace. Before Omnibus can begin, the 
client must not only recognize the need 
for assistance but also, be prepared to 
initiate the process. This brochure is 
designed to give you insight into the 
opportunities for positive change. 


MARKET PERCEPTIONS 


We have seen a subtle relinquishing of 
marketing control from the manufac- 
turer into the hands of the retailer. No 
longer are a great many manufacturers 
in control of their product marketing! In 
an attempt to deal with the dynamics of 
consumerism, many manufacturers have 
erroneously related selection and 
differentiation with value, resulting in 
confusion and ultimate indifference on 
the part of the consumer. Ironically, this 
pursuit of selection and differentiation 
also impacts on manufacturing costs 
which, in conjunction to international 
competition, inevitably leads to the 
erosion of margins, return on invest- 
ment, and market position. 


By positioning themselves between the 
consumer and the manufacturer, 
retailers have established broad control 
of the marketplace. Since they are the 
direct iink with the consumer, retailers 
view themselves as being in the best 
position to judge their buying habits. 
Justifiably, the retailer is telling the manu- 
facturer what to build, in what assort- 
ment, for what market, for what season 
and at what price position. In short, the 
retailer is the real marketer! The manu- 
facturer responds to retailer needs. This 
phenomenon is not inherently bad for 
the manufacturer provided he can show 
a profitable return on investment. 
However, the retailer is concerned only 
with meeting consumer needs, not with 
providing manufacturing profit. Hence 
they place greater and greater product 
demands on the manufacturer, diluting 
his profitability over a broad range of 
marketing and merchandising issues. 


Recognizing this loss of control, many 
manufacturers have attempted to 
control their channels of distribution 
through ownership, and some have 
been very successful. However, the 
reality is that a manufacturer is geared 
to building product, not retailing to the 
ultimate consumer and many fail in their 
attempts because they underestimate 
the sophisticated contribution the inde- 
pendent and chain retailers make. As an 
alternative to actually retailing them- 
selves, most manufacturers have tried 
to assist the sell-through process by 
offering the retailer co-op advertising, 
merchandising support and display 
programmes. Unfortunately, many of 
these programmes are considered as 
part of the purchase requirements by 
the retailers and are converted into price 
reductions rather than used in their 
original form of selling aids. 


In order to regain acceptable profitabil- 
ity, the manufacturer must develop 
more effective techniques of interfacing 
with the distribution channel in a joint 
cooperative venture to the ultimate 
consumer. 


MERCHANDISING IN THE MARKETING MIX 


Unfortunately, the best consumer 
researched concept, the best engi- 
neered design and the best manufac- 
turing process do not always manifest in 
a successful product! If it fails to attract 
the attention of the ultimate consumer, it 
is doomed to failure! 


Advertising has an important role to play 
in the purchase process. It should attract 
the attention of appropriate consumer 
segments and inform them of the 
benefits and persuade them to seek out 
the product. In theory, the consumer 
should be able to make a value judge- 
ment as to the merit of the product and 
ultimately purchase. In reality, the 
consumer is confronted not only with 
the advertised product but also, with a 
host of unadvertised competitive prod- 
ucts inviting comparison. The advertising 
has pre-conditioned the consumer but, 
can effect little control during the actual 
purchase stage. 


Merchandising at the point of purchase 
is critical. Some interpret merchandising 
to mean advertising on the product and, 
to a certain extent, this is true. However, 
Omnibus believes that merchandising 
must go much further. Successful 
merchandising must DOMINATE the 
point of purchase. Comparisons must be 
directed towards the consumer arriving 
at a predictable decision within the 
product mix. Recognizing retail’s control 
of the environment, this can be a difficult 
but, not insurmountable task. 


A host of factors come into play: 
PACKAGE DESIGN, PACKAGE DISPLAY, 
SHELF POSITIONING, PRODUCT EXPLA- 
NATIONS AND RETENTION PIECES are 
just a few. But merchandising is more 
than product and display, it must include 
a methodology for positioning the 
concept most advantageously on the 
retail floor. To accomplish this, merchan- 
dising must interface at the retail point 
with advertising and sales training so 
that the manufacturers and retailers 
joint needs for margin control, improved 
inventory turns, and staff productivity 
can be realized. This requires the devel- 
opment of very sophisticated tactics to 
coordinate, manage, and evaluate all 
contributing elements. Tactics that we 
are developing for a host of both 
national and multinational companies in 
Canada and abroad. 


OMNIBUS RESOURCES 


Omnibus Communications Limited is a 
self-supporting but integral part of a 
small conglomerate of communications- 
related international companies. Ours is 
the task of gathering relevant data; inter- 
preting the statistics into meaningful 
information; translating the information 
into action-oriented marketing 
programmes and ultimately producing 
the finished merchandising package. 


ANDAS 


To accomplish these tasks, we have 
attracted a cohesive yet, diversified 
group of marketers, researchers, 
analysts, writers, artists and production 
people. People familiar with the client's 
perspectives because they have been 
clients. People empathic with the 
dynamics of the marketplace because 
they have worked in a variety of indus- 
tries from appliances, package goods 
and clothing to publishing, banking and 
government. People who have joined 
forces to share experience, grow in 
knowledge and contribute to the 
successes of our clients. 


In addition to our internal human 
resources, we are a member of Manage- 
ment Horizons Inc., an international 
research institution specializing in on- 
going quantitative and qualitative 
research into the international distribu- 
tion and retailing marketplace. Through 
their vast resources we are assured of 
not only both current quantitative and 
qualitative global market data but also, 
additional specialized expertise to 
support in-depth custom client research 
projects. 


CLIENT INTERFACE 


Our service is offered at two basic levels: 


1. Consulting 


We will advise on your current marketing 


programmes and make specific recom- 


mendations to meet your objectives. We 


will work closely in the areas of 
marketing strategy, merchandising and 
advertising tactics, sales training devel- 
opment and product development to 
effect recommendations that meet the 
needs of your personnel, your distribu- 
tion channels, and the consumer. 


2. Implementation 

We will produce your programmes 
effectively, efficiently, and economically, 
utilizing a broad range of production 
media from film and slides, printing and 
screening to displays, promotions, and 
advertising. From initial concept and 
design through to ultimate distribution 
we produce to the highest industry 
standards. 


Generally we prefer to offer both 
services simultaneously, as we find 
certain synergism forthcoming. 
However, we are pleased to isolate the 
specific services to meet your needs. In 
either situation, we believe the client 
plays an integral role in the ultimate 
success of the project. Your responsi- 
bilities as well as ours, will be clearly 
defined in initial documentation to 
ensure you have the necessary controls 
at critical stages of development. 


OMNIBUS CLIENT 


e Business Plans 
e Product Line 
e Mkt. Research 


Strategic 
Consultation 


e Brand Strategy 


e Budgets 


e Creative 

e Direction 

e Merchandising 
Campaign 


Review & 
Approve 
Plans 


Sales & 
Distribution 


We pride ourselves on our ability to 
meet both projected deadlines and allo- 
cated budgets. Should the basic rules 
change during production, timing and 
costing impacts will be detailed to you 
for approval before production 
proceeds. 


e Creative 
Platform 

e Media 
Plan 


Media 
Production 
& Placement 


ADAGENCY 


Omnibus Communications best func- 
tions as an integral arm of our clients on 
either a project or long-term basis. We 
will work with you to demonstrate we 
are worthy in this trust. Respecting 
confidential material, we are privileged 
to work in this manner with a broad 
range of medium and large 
manufacturers. 
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